Posters are a general form of mass media that have often been used by organ procurement organizations to promote organ donation; however, to date, there are no studies discussing the procurement efficacy of organ donation posters. The present study collected organ donation posters, analyzed their categories, and discussed the persuasive power of their graphic and text contents using the message-framing theory. Fifty-three professionally designed posters from 15 countries were selected from 2,000-plus organ donation-related websites. The posters were classified into instructional, educational, evidential, and charitable categories, and the methods and contents of their framed messages were analyzed. Results of this study showed that the posters seldom reflected knowledge about effective ways to frame their messages.
analysis of these 53 posters is depicted in Table 1 . messages (including selfless dedication, spreading love, continuation of life, understanding of happiness, rebirth, and vitality), which emphasized public welfare and charitable behavior.
The other four posters emphasized -egoistic‖ gain-framed messages, which implied that organ donation makes the donor a hero. For example, one poster depicted a young man lying in a pool of blood, and his dying posture resembled a superman flying peacefully ( Figure 5 ).
The message-framed theory is based on the fact that people choose egoistic behaviors to obtain maximum benefits when facing choices; however, the organ procurement posters that employed framed messages all used altruism as their main appeal, and only a few used egoistic gain-framed messages. Whether the decision-making behavior of people who agree to donate organs is the same as egoistic behavior is not clear. Studies have indicated that the effective use of altruistic strategies combined with compassionate messages (Horton and Horton, 1991; Kopfman and Smith, 1996; Skumanich and Kintsfather, 1996) can inspire people's potential willingness to donate organs; therefore, behavioral incentives that emphasize both altruism and egoism are feasible options for increasing the level of persuasion. In summary, the percentage of organ procurement posters that utilize framed messages is not high; thus, it is recommended that framed messages, especially gain-framed messages, be adopted more often to heighten the posters' persuasive powers. Providing negative and positive information combined should be avoided, as this may overtax the reader. The information content should balance egoistic and altruistic incentives in order to be more persuasive.
Categories
Based on the characteristics of the graphical and textual content in the posters, the analysts suggested classifying the posters into four categories: instructional, educational, evidential, and charitable. The gain-or loss-framed messages that were represented by each of the categories are listed in Table 2 . 
Category 1: instructional
The instructional posters simply requested the viewer to agree to organ donation and sign a donor card. Twenty-four (24/53 = 45%) posters belonged to this category, of which six posters used positive messages, and 18 posters did not use framed messages. The difference between using and not using framed messages in posters of this category was that, in addition to instructing the viewers to act, the posters used framed messages and provided gain-type incentives to produce behavior motivations. In addition to using text to suggest that people sign a donor card and agree to donate their organs, two posters in this category also used celebrity images to endorse procurement. For example, one poster showed a soccer star holding a soccer ball stamped with procurement graphics, and the text said, -Please become
